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EFFECT OF PERCEIVED ADVERTISING SPENDING, 
DISTRIBUTION INTENSITY, AND STORE IMAGE TOWARDS 
BRAND AWARENESS AND BRAND IMAGE WOK RESTAURANT 
IN SURABAYA 
 
Njo Setiawan Nugroho 
 
ABSTRACT 
 In this globalization era, the marketing concept had been 
developed and real application in daily economic activity in all kinds or 
types of companies. Large and small company, who will also run the 
marketing process in such a way, this is due to increasing levels of existing 
competition for market share potential that exist in order to achieve a 
competitive advantage over others competitors within the same industry 
there. One is a fast-food restaurant by the name of WOK.  
 The purpose of this research is to analyze the influence of 
Perceived Advertising Spending, Distribution Intensity, and Store Image 
towards Brand Awareness and Brand Image WOK restaurant in Surabaya. 
The technique of sampling , who used in this study is non - probability 
sampling. Meanwhile, the analytical techniques used are using Structural 
Equation Modeling (SEM) with a program of Moment Structure Analysis. 
Respondents were drawn from across the consumers of WOK restaurant in 
Surabaya.  
 The results showed that there is influence between Perceived 
Advertising Spending and Distribution Intensity towards Brand Awareness, 
and there is also the influence of Perceived Advertising Spending, Store 
Image and Brand Awareness towards Brand Image. Also, there is no 
influence between Distribution Intensity and Brand Image. 
 
Keywords: Perceived Advertising Spending, Distribution Intensity, Store 
Image, Brand Awareness, Brand Image 
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PENGARUH ADVERTISING SPENDING, DISTRIBUTION 
INTENSITY, DAN STORE IMAGE TERHADAP BRAND 
AWARENESS, DAN BRAND IMAGE RESTORAN WOK DI 
SURABAYA 
 
Njo Setiawan Nugroho 
 
ABSTRAK 
 Di era globalisasi ini, konsep pemasaran mengalami perkembangan 
dan penerapannya nyata dalam aktivitas perekonomian sehari-hari di semua 
jenis atau macam jenis perusahaan. Baik, yang berskala besar maupun kecil 
juga akan menjalankan proses pemasarannya sedemikian rupa, hal ini 
dikarenakan meningkatnya tingkat persaingan yang ada untuk 
memperebutkan pangsa pasar potensial yang ada guna mendapatkan 
keunggulan bersaing atas pesaing dalam industri yang sejenis. 
 Salah satunya adalah restoran cepat saji dengan nama WOK. 
Tujuan dalam penelitian ini adalah untuk menganalisis pengaruh Perceived 
Advertising Spending, Distribution Intensity, dan Store Image terhadap 
Brand Awareness dan Brand Image pada restoran WOK di Surabaya.  
 Teknik yang digunakan dalam pengambilan sampel penelitian ini 
adalah non – probability sampling. Sedangkan, teknik analisis yang 
digunakan adalah menggunakan metode Structural Equation Modeling 
(SEM) dengan program Analysis of Moment Structure. Responden diambil 
dari seluruh konsumen restoran WOK di Surabaya. 
 Hasil penelitian menunjukkan bahwa terdapat pengaruh antara 
Perceived Advertising Spending dan Distribution Intensity terhadap Brand 
Awareness, serta terdapat pula pengaruh antara Perceived Advertising 
Spending, Store Image, dan Brand Awareness terhadap Brand Image. 
Diketahui pula, bahwa tidak terdapat pengaruh antara Distribution Intensity 
terhadap Brand Image. 
 
Kata Kunci : Perceived Advertising Spending, Distribution Intensity, 
Store Image, Brand Awareness, Brand Image 
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